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ABSTRACT
This research explores the influence of value perception on
tourists’ souvenir purchase decisions. A convenience sample of
380 respondents from a Southeastern U.S. university
completed survey instruments regarding their destination,
shopping venue, and souvenirs purchased. Results revealed
significant positive influences between five value perceptions
(functional, emotional, novelty, value for money, and social)
and tourists’ souvenir purchase intentions. These results
provide valuable marketing and strategic planning insights to
destination retailers.
tourism,
shopping,
souvenir,
value
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INTRODUCTION
Shopping ranks as the number one leisure activity among overseas tourists, number two for U.S.
domestic travelers (U.S. Travel Association, 2016), and has long been considered the primary activity
influencing travel destination decisions (Lehto et al., 2004; Huan, 2004; Moscardo, 2004). Tourism
related jobs are supported by the $650.8 billion spent by tourists (U.S. Travel Association, 2016).
Tourists shop to experience local culture and take memories of their tourism experience home
(Swanson and Horridge, 2004; Wilkins, 2010). Arguably factors that influence where tourists’ decide
to travel to can greatly impact the destination’s economy and, are therefore, an important topic for
tourism research.
Many studies investigate factors affecting tourist decision-making and behavioral intentions.
Existing research finds value perception as a fundamental, multidimensional concept (Petrick, 2002;
Sinha and DeSarbo, 1998; Sweeney and Soutar, 2001; Williams and Soutar, 2009). In particular, the
literature indicates that perceived value serves as a significant predictor in relation to a number of
tourism decision-making outcome variables, including customer satisfaction (Chen and Chen, 2010;
Patterson and Spreng, 1997), mobile hotel reservations (Wang and Wang, 2010), recommendation of
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place or service (Lee et al., 2007), and intentions to revisit (Oh, 2000; Petrick and Backman, 2002;
Ryu et al., 2008).
Despite increasing research on value perception in the hospitality and tourism industry, there are
not many studies related to the concept of value related to tourists' souvenir purchase intentions.
Existing studies found tourists' evaluation of store features, such as product assortment or store
location (Kemperman et al., 2009) and product/service characteristics, such as merchandise value or
tour guide performance (Chang and Wang, 2014; Wong and Wan, 2013; Xu and McGehee, 2012) as
key predictors of purchasing. However, research assessing the relationship between tourists’
perceived destination attributes and shopping intentions is missing from the literature.
Consequently, the goal of this study is to fill this gap by examining whether perceived destination
value influences tourist souvenir purchase behavior. Two specific research questions guide this
study: 1) Will value perceptions have a direct impact on tourist souvenir buying intentions? and 2)
Which aspects of perceived value have stronger ties with tourist souvenir buying intentions? These
questions will be addressed by testing a proposed model (Figure 1). Completion of this study will
yield findings that further an understanding of value perception within the context of destination
shopping. For practitioners, results will provide evidence on the relationships between perceived
destination value and souvenir shopping intentions revealing which types of values are most
relevant to marketing efforts.
Figure 1
Theoretical Proposed Model
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This article is structured in the following way: the first section contains a literature review on tourist
shopping behaviors and factors influencing tourists’ souvenir preferences in support of the proposed
model (Figure 1). The second section describes the instrument development and sample
characteristics. In the third section, research findings are presented. Lastly, theoretical and practical
implications are suggested, along with study limitations, and future directions for research.
LITERATURE REVIEW
Customer Perceived Value
Customers place a high emphasis on value when making decisions (Zeithaml 1988; Bolton and Drew
1991; Sweeney and Soutar, 2001; Sweeney et al., 1999). Thus, managers should determine the best
ways to communicate the value of their product bundles. The definition of customer perceived value
describes as an exchange between total perceived benefits the consumer receives and sacrifices in
quality and the price the customer makes to obtain a good or service (Weinstein and Johnson, 1999).
While some consumers consider value as a low price, others recognize it a balance between price and
quality (Zeithaml, 1988). Overall, authors disagree about whether or not this definition as it is too
simplistic (Bolton and Drew, 1991). There are suggestions for more holistic measurement of
perceived value. For example, Havlena and Holbrook (1986) argue that many products have more
meaning than just price, perceived quality, or tangible attributes. Additionally, several researchers
proposed that other paradigms such as hedonics should be part of value dimensions (Babin et al.,
1994; Batra and Ahtola, 1990; Richins, 1994). Hence, recent research offers more in-depth models to
examine customer perceived value.
Multidimensional Perspective of Customer Value
Originally, value research focused on the utilitarian view and measured value as the product
benefits minus costs (Cravens et al., 1988; Dodds, 1991; Dodds et al., 1991; Sánchez-Fernández and
Iniesta-Bonillo, 2007; Sinha and DeSarbo, 1998; Sweeney et al., 1999). Consumers perceive value
when what they gain is greater than the costs to obtain it. With this definition, consumers weigh the
costs as a trade–off between the time and money. Multiple studies report that, in regards to value
construct, the utilitarian, or functional perspective, is considered one of the greatest factors in
buying intention and repeat-purchase behavior (Chang and Wildt, 1994; Zeithaml, 1988). For
instance, researchers report a positive relationship between perceived value and intention to buy
(e.g., Dodds et al., 1991; Grewal et al., 1998). Hence, if a consumer highly values an item, they will
most likely buy it. Furthermore, Oh (2003) examined the impact of price fairness on tourists’
perceive value in an upscale hotel. Findings suggest that when tourists feel that they receive a good
price (positive price unfairness) their feeling of product or service quality and perceived value are
more positively impacted. As a consequence, when tourists feel that they have overpaid, they are
unhappy and unlikely to be positively impressed by any particular detail of service or product quality
and value.
Research began focusing on a multidimensional perspective (De Ruyter et al., 1997; Prebensen et al.,
2013; Rust et al., 2000; Sweeney et al., 1999; Sweeney and Soutar, 2001; Woodruff, 1997) because “(1)
the nature of perceived value is complex and multi-dimensional; (2) the concept of perceived value
implies an interaction between a consumer and a product; (3) value is relative by virtue of its
comparative, personal, and situational nature; and (4) value is preferential, perceptual, and
cognitive-affective in nature” (Sánchez-Fernández and Iniesta-Bonillo, 2007, p. 427).
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Perceived Value in Tourism and Destination Research
Similarly, service industries have adopted a multidimensional perspective towards perceived value
(Ziethaml, 1988; Sheth et al., Gross, 1991b; De Ruyter et al., 1997; Sweeney and Soutar 2001;
Petrick, 2002). Holbrook (1994) states that due to the complex nature of the service experience and
the interplay between service providers and consumers, it is essential to consider emotional,
intangible, and intrinsic factors that comprise the sociological and psychological aspects of
consumption. Other studies suggest that because of the uncertainty and risk with an intangible
product, many service industries consider value perceptions different from those tangible goods
(Murray and Schlacter, 1990; Zeithaml, 1981). In addition, perceived value is a dynamic and
subjective concept that varies from each person, culture, and time period, which necessitates the
inclusion of emotional reactions and subjective as construed in the consumer’s mind (Havlena and
Holbrook, 1986; Bolton and Drew, 1991).
Since the service component is a crucial element in the hospitality and tourism industry, research
should also examine proposed dimensions of the service oriented perceived value construct (Eid and
El-Gohary, 2015). For example, Petrick (2002) categorizes four dimensions, social, emotional,
price/value for money, and quality/performance; while Gallarza and Saura (2006) identify efficiency,
play, aesthetics, social value, and service quality, as measures for perceived value. Another study by
Nasution and Mavondo (2008) suggests the reputation for quality, prestige, and value for money
affect value perceptions.
The common thread linking these studies are perceptions developed through cognitive-affective
approaches or a mixture of cognitive and affective dimensions of the value. The cognitive approach
alludes to the reasonable assessments made by individuals, while the affective approach refers to the
feelings or emotions produced by the product or service. Using this framework, researchers revealed
other dimensions of value influencing consumers in specific circumstances. For example, Sheth et al.
(1991a, 1991b) developed a framework called consumption-value theory including five dimensions (1)
emotional, (2) function, (3) epistemic, (4) social, and (5) conditional value, related to the perceived
utility of a consumer’s choice. While the consumption value theory developed by Sheth et al. (1991a)
may overlook some aspects of value (e.g., spirituality and ethics), researchers still consider this
theory as one of the most significant additions to the work of perceived value because of its complex
multi-dimensional structure (Holbrook, 1994; Sánchez-Fernández and Iniesta-Bonillo, 2007;
Sweeney and Soutar, 2001).
Sweeny and Soutar (2001) developed a Perceived Value (PERVAL) scale to measure customer value
within the tourism context. The PERVAL scale, based on Sheth et al.'s (1991b) model, includes
functional value components (monetary value and functional value) and other value dimensions
(emotional value, novelty value, and social value). Slightly revising Sweeney and Soutar’s (2001)
four-dimensional value scale on product and service in general, Williams and Soutar (2009) proposed
a value scale with five dimensions that fits the tourism phenomenon. Given that it was developed in
the tourism context, Williams and Soutar’s (2009) value instrument was used as a perceived value
scale for conceptual and relationship testing in recent tourism research (Bajs, 2015; Mohd-Any et al.,
2015; Prebensen et al., 2013; Walsh et al., 2014). The value concept also contributed to visitors’
satisfaction (Lee et al., 2010; Prebensen et al., 2014), and experience (Cheng and Lu, 2013; Duman
and Mattila, 2005; Lee and Min, 2013; Prebensen et al., 2013).
Functional value

According to Sheth et al. (1991b), functional value refers to the ‘‘perceived utility acquired from an
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alternative’s capacity for functional, utilitarian or physical performance’’ (p.160). Additionally,
Sweeny and Soutar (2001) viewed functional value as a key factor influencing consumer decision
making. Many researchers theorized functional value as the monetary worth of products or services
(Zeithaml, 1988; Bolton and Drew 1991; Holbrook, 1994; Woodruff, 1997). However, according to
William and Soutar (2009), reliability, price, durability and quality are common functional value
traits. In tourism, factors influencing consumer’s functional value perception include, but are not
limited to, price, tour on-time performance, safety record, and seat comfort (William and Soutar,
2009). The need to minimize risk and concerns for safety make functional value essential for
adventure tourists (Williams and Soutar, 2005). Additionally, tour guides may consider enhancing
functional value perception by providing speed, diplomatic contacts, ease, administrative assistance
and its effectiveness (Christiansen, 1990).
Monetary value
Monetary value refers is the financial benefit gained from a product as compared to alternatives
(Sheth et al., 1991b). Consumers compare the value of goods or services to value of their money. If
consumers perceived that quality of service or product to be worth or more than the price, then they
are more likely to buy it. In tourism the quality of online travel destination websites (Han and Mills,
2006), money and time saved by using the online travel website, the quality of the travel agency, the
quality of the accommodations, and the value of tourism packages may all influence monetary value.
Social value
Social value refers to the “perceived utility acquired from an alternative’s association with one or
more specific social groups” (Sheth et al., 1991b, p. 161). According to William and Soutar (2009),
social value is a key driver of consumer choice when they purchase services or products shared with
others such as karaoke and gifts and products that are noticeable by others such as clothing and
accessories. In tourism, creating social value includes strategies that increase interaction and
relationship among customers during the tour, having an experienced tour operator, and added
value from buying a trip (e.g., prestige and special acknowledgment) (William and Soutar, 2009).
Novelty value
Novelty value relates to the desire for knowledge due to curiosity, novelty, or satisfaction created by
product (Sheth et al., 1991b). Pursuing firsthand experiences and knowledge, seeking newness
(Weber, 2001; William and Soutar, 2009), yearning for exploration, and searching for variety
(Zuckerman, 1994) are key contributions and a primary motivation for a consumer to participate in
adventure tourism. To ensure travelers gain novelty value, it is imperative that tour businesses
continue to adapt and alter their services to create new and different experiences (William and
Soutar, 2009).
Emotional value
According to Sánchez-Fernández and Iniesta-Bonillo (2007), emotional value is related to affective
states including positive (e.g., excitement, happy, confident) and negative emotions (e.g., anger,
nervous, fear). Additionally, emotional value considers a social-psychological aspect of how a product
or service can stimulate an affective state or feelings (Sheth et al., 1991b). Tourists’ perceived
emotional value influences their experiences of and satisfaction with services (Otto and Ritchie,
1996). For instance, tourists who visit a Holocaust museum may experience anger and fear
afterward.
5

Souvenir Purchasing Intentions
Shopping is one of the typical tasks and preferred endeavors tourists undertake during their trip
(Kim and Littrell, 2001). Tourism and consumer behavior researchers have investigated factors
influences the souvenir buying intention (Kim and Littrell, 2001; Lin and Wang, 2012) such as
motivation (e.g., Swanson and Horridge, 2006), authenticity (e.g., Lin and Wang; 2012), and
experience (e.g., Yu and Littrell, 2005). Additionally, tourism literature reveals three merchandising
aspects that impact consumer souvenir buying intention: (1) product attributes (Asplet and Cooper,
2000; Littrell et al., 1994; Swanson and Horridge, 2002; Turner and Reisinger, 2001), (2) store
attributes (Kong and Chang, 2012; Swanson and Horridge, 2006), and (3) souvenir attributes (Kong
and Change, 2012; Swanson and Horridge, 2004, 2006). However, there is a limited investigation of
relationships among these three attributes and their impact on tourists’ souvenir purchase
intentions. Results of this study may shed some light into how retailers select merchandises that not
only sells best but also serve as a motivation for tourist visits. Consequently, this study focuses the
souvenir purchasing intentions regarding these three merchandise features.
Product attributes
According to Swanson and Horridge (2004), product attributes refer to “the various characteristics of
the product that influence a customer’s decisions to purchase or not to buy the product. Thus,
customers make purchase decisions based on the composite value they attach to various attributes of
individual items" (p. 373). Since there is an association between perceived product attributes and
consumer attitude toward souvenirs (DelVecchio, 2001), merchandise selection is important for
tourist destination markets (Turner and Reisinger, 2001). Additionally, many researchers (e.g.,
Graburn, 1976; Littrell et al., 1994; Pysarchik, 1989; Swanson and Horridge, 2006; Turner and
Reisinger, 2001) sought to determine tourists’ preferred product attributes and understand the
impact of product attributes on buying behavior.
The most important product attributes are authenticity and a tie between product and the local
areas (Goeldener and Ritchie, 2007). Zulaikha and Brereton (2011) propose that the definition of
authenticity as uniqueness, genuineness, cultural and history integrity, artistry, as well as
aesthetics and use of souvenir. Authentic souvenirs should have a distinct characteristic difficult to
find in tourists' everyday lives (Zulaikha and Brereton, 2011). Asplet and Cooper (2000) suggest that
retailers can establish product authenticity by simply making tourists recognize that a souvenir is
hand-made locally which has an impact on souvenir buying intentions. Furthermore, product design,
uniqueness, and authenticity are features that affect souvenir purchasing (Murphy et al., 2011;
Asplet and Cooper, 2000). Meanwhile, Littrell et al. (1994) found that appealing colors, attractive
design, and craft quality are important product attribute to tourists. Tourists' concern for a
community (Guo, 2013) and a sense of the part (Viva and Valenzuela, 2014) also affected souvenir
buying decisions.
When buying souvenirs, customers evaluate both product and service quality. Product quality has
both direct and indirect effects on consumer choice as well as satisfaction of buying souvenirs. For
service quality, tourists evaluate satisfaction of service received on various features of customer
services (Berry et al., 2002; Goeldner and Ritchie, 2007; Vogt and Fesenmaier, 1995). For example,
Vogt and Fesenmaier (1995) suggest customer service should be consistent and helpful.
Sales
representatives should not pressure tourists to buy, but spend time explaining the item’s history and
truthfully describe the item’s value (Goeldner & Ritchie, 2007). Similarly, consumers base their
purchase decision on convenience (time and effort) for both products and services (Berry et al., 2002).
6

Store attributes
Tourists purchase souvenirs as a consequence of store attributes. Swanson (2004) suggests that store
attributes impact how tourists decide which stores to visit. Kent (2010) classified store attributes
into categories, including promotions, images, convenience, location, selling associates, aesthetics,
quality, price, and merchandise/product assortment. Because customers will spend a considerable
amount of time familiarizing themselves with the tourist area during their first visit, store location
is considered to be the most significant of the store attributes (Pysarchik, 1989). With this in mind,
this study focuses the store attributes on location, and where tourists prefer to shop souvenirs such
as a museum, festival or cultural events, and special events.
Souvenir attributes
There are two frames of reference regarding souvenir attributes: tourists' perspective and retailers'
perspective. For tourists, souvenirs serve as a reminder of their travel experiences; hence, the
souvenirs must be tangible objects (Littrell et al., 1994). From the retailer perspective, the souvenir
product mix available for tourists should meet their target markets' needs and wants while making
profits (Rupe and Kunz, 1998). Even though there is no universal merchandising mix available for
tourists (Swanson and Horridge, 2004), especially cultural and authentic products, Gordon (1986)
classified souvenir into five groups. The five groups of souvenirs include piece-of-the-rock souvenirs
(natural objects or materials such as driftwood and rocks), markers (the attractions and/or
destinations inscribed items such as NYC skyline mug or “I love New York” t-shirt), symbolic
shorthand souvenirs (merchandise with a message about the attractions and/or destinations, such as
a miniature Big Ben or Buckingham Palace in England), and local product souvenirs (local crafts and
food such as green tea Kit-Kat from Japan or Thai silk), and pictorial images souvenirs (booklets and
postcards). For this study, three souvenir attributes/categories were examined: local product
souvenirs, vocal and pictorial souvenirs, and mementos or markers.
Perceived Value and Souvenir Purchase Intention
Perceived value, as a determinant of consumer buying intentions, has long been acknowledged in
tourism studies (Grewal et al., 1998; Lin and Wang, 2012). In turn, perceived value has an impact on
souvenir buying intentions (Lin and Wang, 2012; Petrick, 2003, 2004) because some souvenirs,
especially local and cultural souvenir purchase souvenirs, are only available in a specific location,
giving limited buying opportunity (Abendrothe and Diehl, 2006). The context in which the product
was purchased increases the souvenir's perceived value (Cialdini, 1993). Therefore, an
understanding of perceived value not only helps predict tourists’ buying behaviors but also fortifies a
tourism product mix (Petrick, 2003). Additionally, an insight into the relationship between tourists'
perceived destination attributes and shopping intentions can facilitate management's focus on how
to (1) strategically plan a diversified a destination portfolio, (2) promote their destinations and (3)
collaborate with retailers/souvenir sellers to create better souvenir buying experience for tourists.
Previous studies that focused on perceived values and buying intention illustrate the impact of
perceived values on souvenir buying intentions (Lin and Wang, 2012; Petrick, 2003, 2004).
Additionally, service quality and perceived value have a relationship with each other and buying
intentions (Petrick, 2004). For this study, service quality is only a part of product attributes.
However, not all attributes proposed in this study have been investigated as to their potential impact
on souvenir buying intentions. Hence, to better understand the role of souvenir buying intention and
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perceived destination attribute, the current study proposes an examination of the relationship
between perceived values to souvenir buying intention in particularly (Figure 1):
H 1: There is a positive relationship between tourists’ perceived destination values and
product attributes.
H 2: There is a positive relationship between tourists’ perceived destination values and store
attributes.
H 3: There is a positive relationship between tourists’ perceived destination values and
souvenir attributes.
METHODOLOGY
Measures
This study aims to examine the causal relationship between tourists’ perceived destination values
and souvenir purchase intentions as portrayed in Figure 1. The survey instrument consisted of
participants’ destination value perceptions, souvenir buying intentions, and demographics.
Demographic questions solicited respondents’ gender, age, ethnicity, education, and household
income. All the value and intention questions were measured by a 5-point Likert-type scale:
1=absolutely disagree and 5=absolutely agree. The perceived value measurement was adopted from
the value scale developed by Williams and Soutar (2009). This instrument included 20 items under
five independent dimensions: functional value, monetary value, emotional value, social value, and
novelty value. This instrument was proven to be a reliable measure through revalidations in various
destination research studies (Bajs, 2015; Lee et al., 2011; Lee and Min, 2013; Prebensen et al., 2013).
Souvenir purchasing intention scale was based on a collection of tourism literature (Kim and Littrell,
2001; Littrell et al., 1994; Swanson and Horridge, 2006; Swanson and Timothy, 2012) and included
three parts. The Product Attribute Scale (PDA) was developed from literature (MacLeod, 2006;
Murphy et al., 2011; Oppewal et al., 2006) and reviewed for face validity by a panel of tourism and
merchandising professors. This instrument had seven items representing product authenticity and
service quality. The Store Attribute Scale (STA) was based on past studies (Belk, 1990; Felix-Ortizi
et al., 1994; Groves, 2001; Guo, 2013; Gupta, 2012; Swanson and Horridge, 2006), and included 15
items representing store location, cultural connection, and community development. The Souvenir
Attribute Scale (SVA) consists of the 14 most popular souvenirs included in the literature (Swanson
and Horridge, 2006) including postcards, bag, book, videos or movies, music, children’s toys, jewelry,
scarf, artwork, mugs, food items, hobby and craft items, holiday ornaments, and religious themed
items.
Study Sample
The current study was conducted using a convenience sample of students at a major public
university in the Southeastern United States. Although convenience samples have, at times, been
criticized for an accuracy of general representation (Bryman, 2015), students are typically
homogeneous in their demographics (e.g., age, education, income) and trip experiences (e.g., a
frequency of travel per year) (Calder et al., 1981). With more leisure time during breaks, college
students engage in more vacation trips over a year when compared with other consumer groups.
When traveling abroad, college students seek to increase their understanding of hosts and other
visitors which provides them a rich travel experience (Babin and Kim, 2001; Gallarza and Saura,
2006; Richards and Wilson, 2004). The questionnaire was distributed to business students in class
and online in fall 2016. As recommended by Cole (2005), dual collection modes have the advantage of
countering low response rates and reducing response bias that can occur when a single method of
8

data collection is used. Students were told that participation was completely voluntary. The only
requirement for participants was that they had recent travel experience. The estimated time of
survey completion was approximately 15 minutes.
A total of 400 surveys were collected, with 380 being useable, yielding 95% responding rate. The
majority of participants aged between 18 and 25 (n=344, 90.5%). There were slightly more females
(n=200, 52.6%) than males (n=179, 47.1%). Two major ethnic groups were Caucasians (n=232, 61.1%)
and African Americans (n=118, 31.3%). Over two third of participants (n=256, 67.4%) reported an
annual household income below $49,999 in the past year (Table 1).
TABLE 1
Respondents’ demographics
Demographics
Gender
Male
Female
Missing
Age
18-25
26-34
35-49
50-55
56+
Ethnicity
Caucasian
Asian
African-American
Hispanic
Indigenous
Others
Annual Household Income Before Tax
Less Than $20,000
$20,001-$49,999
$50,000-$79,999
$80,000+
N=380.

Frequency
(Total=380)

Percentage
(Total=100%)

179
200
1

47.1%
52.6%
.3%

344
20
13
2
1

90.5%
5.3%
3.4%
.5%
.3%

232
8
118
8
1
13

61.1%
2.1%
31.1%
2.1%
.3%
3.4%

183
73
38
86

48.2%
19.2%
10.0%
22.6%

RESULTS
Descriptive Statistics and Reliability Results
Table 2 shows descriptive statistics and reliability results for the value perception instrument.
Among all five-value dimensions, emotional value has the highest mean score (M=3.847, SD=3.714),
followed by functional value (M=3.798, SD=3.775), monetary value (M=3.737, SD=3.731), novelty
value (M=3.726, SD=3.746), and social value (M=3.257, SD=4.275). The overall reliability of the five
value perception factors was .961, indicating high internal consistency. Each value dimension
achieved a high reliability score: functional value (α=.934), monetary value (α=.924), emotional value
9

(α=.920), social value (α=.911), and novelty value (α=.875). In addition to the value perception scale,
a reliability test was conducted on the three souvenir purchase intention scales. All Cronbach’s
Alpha scores exceeded the general criterion of .70 (Hair, 2009): product attributes (α=.789), store
attributes (α=.912), and souvenir attributes (α=.838).
TABLE 2
Descriptive Statistics and Reliability of Value Perception and Intention.
Items
Value Perception Scale
1. Functional Value (F)
This attraction has consistent quality
This attraction is done well
The attraction has acceptable standard of quality
This attraction is well organized
2. Monetary Value (M)
The attraction has good return for money
This attraction represents value for money
This attraction is a good one for the price paid
The fees of this attraction are reasonable
3. Emotional Value (Q)
This attraction generates a feeling of wellbeing
This attraction is exciting
This attraction is stimulating
This attraction makes me feel happy
4. Social Value (S)
This attraction gives social approval from others
This attraction helps me to feel acceptable to others
This attraction improves the way I am perceived
This attraction enables me to impress others
5. Novelty Value (N)
This attraction makes me feel adventurous
This attraction satisfies my curiosity
This attraction provides authentic experiences
This attraction is educational
N=380.

Mean
3.673
3.798
3.73
3.85
3.83
3.78
3.737
3.70
3.72
3.78
3.75
3.847
3.69
3.91
3.83
3.96
3.257
3.48
3.28
3.14
3.13
3.726
3.70
3.76
3.79
3.65

Standard
Deviation
16.391
3.775
1.053
1.028
1.025
1.025
3.731
1.055
1.037
1.029
1.013
3.714
1.024
1.043
1.048
1.023
4.275
1.154
1.174
1.230
1.254
3.746
1.106
1.059
1.083
1.140

Cronbach’s
Alpha
.961
.934

.924

.920

.911

.875

Value Measurement Model: First-Order CFA
To assess scale validity and reliability, the consumer value perception measurement model was
estimated in two steps: 1) a first-order factor measurement model with all scale items; and 2) a
second-order Confirmatory Factor Analysis (CFA) test between sub-dimensions and the value
perception concept. To test the first-order model, a CFA test was conducted on the study sample
using AMOS 22.0. The results showed acceptable model fit: (χ2(160) =581.830, χ2/df=3.636, CFI=.941,
NFI=.921, RFI=.906, TLI=.930, and RMSEA=.08). Construct validity was examined by convergent
validity and discriminant validity. Convergent validity was assessed through Composite Reliability
(CR) and Average Variance Extracted (AVE) values. According to Fornell and Larcker (1981), the CR
and AVE values should be above 0.7 and 0.5, respectively. The results from the first-order model
showed that the CR for perceived value construct ranged from .878 to .935 and all AVE values
10

ranged from .645 to .782. Discriminant validity was examined by correlations between the five value
dimensions. As shown in Table 3, the discriminant validity for the first-order model was established
as none of the confidence intervals between construct correlations exceeds 1.0.
TABLE 3
Correlations among the Value Dimensions
1

2

3

4

5

1. Functional Value

1.00

2. Monetary Value

.877

1.00

3. Emotional Value

.853

.841

1.00

4. Social Value

.511

.506

.480

1.00

5. Novelty Value

.733

.782

.825

.649

1.00

Value Measurement Model: Second-Order CFA
A CFA test was conducted between the value perception concept and its five sub-dimensions:
functional value, monetary value, emotional value, social value, and novelty value. The second-order
measurement model demonstrated an acceptable model fit: (χ2(165) =634.208, χ2/df=3.844, CFI=.934,
NFI=.914, RFI=.901, TLI=.924, and RMSEA=.08). The standardized loading for the five dimensions
are displayed in table 4. All 20 observed value variables were significantly loaded on respective firstorder dimensions. In addition, the relationships between first-order dimensions and value concept
were all significant.
TABLE 4
Standardized Regression Weights of the Second-Order Model.
Nomological Relationships
Functional Value--->Value
Monetary Value--->Value
Emotional Value--->Value
Social Value--->Value
Novelty Value--->Value
1. Functional Value (F)
This attraction has consistent quality
This attraction is done well
The attraction has acceptable standard of quality
This attraction is well organized
2. Monetary Value (M)
The attraction has good return for money
This attraction represents value for money
This attraction is a good one for the price paid
The fees of this attraction are reasonable

Standardized
Loading
.927
.923
.920
.573
.870

S.E.

C.R.

.086
.085
.087
.094
---

13.263
13.317
13.558
9.432
---

P
Value
***
***
***
***
***

.885
.896
.912
.845

.047
.046
.045
---

22.767
23.275
24.046
---

***
***
***
***

.847
.887
.885
.855

.048
.046
.046
---

21.322
23.171
23.063
---

***
***
***
***
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3. Emotional Value (Q)
This attraction generates a feeling of wellbeing
This attraction is exciting
This attraction is stimulating
This attraction makes me feel happy
4. Social Value (S)
This attraction gives social approval from others
This attraction helps me to feel acceptable to others
This attraction improves the way I am perceived
This attraction enables me to impress others
5. Novelty Value (N)
This attraction makes me feel adventurous
This attraction satisfies my curiosity
This attraction provides authentic experiences
This attraction is educational
N=380.

.833
.866
.871
.881

.044
.043
.043
---

21.710
23.379
23.674
---

***
***
***
***

.776
.825
.919
.872

.044
.043
.042
---

18.646
20.633
24.772
---

***
***
***
***

.819
.829
.848
.709

.075
.072
.073
---

15.005
15.180
15.484
---

***
***
***
***

Souvenir Measurement Model
In addition to the value concept test, another CFA test was conducted to assess the validity and
reliability of the souvenir purchase intention scale. The goodness of fit indices showed the threefactor model did not fit the data well. For example, the ratio of the Chi-square (χ2=2472.876) to the
degrees of freedom (df=557) was 4.440. RMSEA (.095) was higher than the suggested upper
confidence interval (.08) (Hu and Bentler, 1999). CFI (.672), NFI (.615), RFI (.589), and TLI (.649)
were all below the satisfactory value (>.90) (Byrne, 1994; Hu and Bentler, 1999; Raykov and
Marcoulides, 2012). Although composite reliability scores were acceptable (.792-.913), the AVE
values were all below .50 (.273-.417).
Due to the above observation, the hypothesized model for souvenir purchase intention required a
model modification. During model modification, the researchers aimed to improve the model fit
based on the theoretical meanings of the dimensions and items. In the revised model, factor loadings
for scale items ranged from .600 to .896. All AVEs greatly improved, and the square root of the AVE
score for each factor was larger than the correlation score, which indicates that discriminant validity
of the measurement scale was established (Fornell and Larcker, 1981; Kline, 2015). All these items
demonstrated a high standardized residual covariance with other items. As a result, the revised CFA
model on the three souvenir scales exhibited good model fit (χ2(25) =83.192, χ2/df=2.429, CFI=.973,
NFI=.956, RFI=.936, TLI=.961, and RMSEA=.061). The overall fit of the modified model also
suggested a satisfactory model fit (χ2(349)=884.03, χ2 /df=2.533, CFI=.938, NFI=.903, RFI=.887,
TLI=.928, and RMSEA=.064).
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TABLE 5
Overall CFA for the Modified Measurement Model.
Latent Variables
Value Perception Scale
1. Functional Value (F)
This attraction has consistent quality
This attraction is done well
The attraction has acceptable standard of quality
This attraction is well organized
2. Monetary Value (M)
The attraction has good return for money
This attraction represents value for money
This attraction is a good one for the price paid
The fees of this attraction are reasonable
3. Emotional Value (Q)
This attraction generates a feeling of wellbeing
This attraction is exciting
This attraction is stimulating
This attraction makes me feel happy
4. Social Value (S)
This attraction gives social approval from others
This attraction helps me to feel acceptable to others
This attraction improves the way I am perceived
This attraction enables me to impress others
5. Novelty Value (N)
This attraction makes me feel adventurous
This attraction satisfies my curiosity
This attraction provides authentic experiences
This attraction is educational
Souvenir Purchase Intention Scale
1. Product Attribute (P)
Product has a certificate of authenticity
Proceeds go to support community activities
2. Store Attribute (T)
Cultural products are important to my identity
Cultural products make me “well-rounded”
I buy products that remind me of my heritage
I buy cultural items because they mean a lot to me
3. Souvenir Attribute (V)
Book
Videos or movie
Music
N=380.

Standardized
Loading
.88
.89
.91
.85
.85
.89
.89
.85
.83
.87
.87
.88
.77
.82
.92
.88
.83
.84
.83
.70
.74
.65
.85
.86
.71
.67
.60
.90
.75

Composite
Reliability
.935

.925

.921

.911

.879

.651
.857

.800
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Hypotheses Testing
A causal relationship between tourist perceived value and the three endogenous variables (product
attributes, store attributes, and souvenir attributes) were estimated to examine the hypothetical
relationships. Structural Equation Modeling (SEM) results revealed that the structural model had
an acceptable model fit (χ2(369) =1079.941, χ2 /df=2.927, CFI=.918, NFI=.881, RFI=.869, TLI=.910,
and RMSEA=.071). Store attributes explained 26.4% of the variance when selecting souvenirs,
followed by product attributes (23.5% of the variance), and souvenir attributes (3.5% of the variance).
Among all five value perception factors, functional value (r=.926), monetary value (r=.920), and
emotional value (r=.915) were three strong predictors of the value concept, followed by novelty value
(r=.872) and social value (r=.591). The overall value perception concept had positive impacts on store
attributes (β=.513, p<.001), product attributes (β=.485, p<.001), and souvenir attributes (β=.186,
p=.002) (Figure 2). The study, therefore, concludes that all three hypotheses were supported.
Figure 2
Structural Model of Perceived Destination Value on Tourist Souvenir Purchase
Intentions.
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DISCUSSION AND FUTURE RESEARCH
The goal of this study was to investigate whether value perception influences tourist souvenir buying
behaviors. Results of this study reveal that all five perceived destination values (social, functional,
novelty, emotional, and monetary) significantly influenced visitors’ purchasing intention based on
product attributes, souvenir attributes, and store attributes. The main contribution of this research
is identification of the direct link between perceived value and souvenir buying intention, specifically
to all three attributions (souvenir, product, and store) under souvenir buying intention. Additionally,
compared to the literature, this study highlights two new findings that warrant further exploration.
Among the five dimensions of value perceptions, functional value, monetary value, emotional value,
and novelty value were the most important in visitor’s souvenir buying intentions. Since participants
of this study were college students, the outcomes make sense. College students have limited travel
budgets resulting in restrictions to what they can purchase. Among available souvenir options, they
prefer to buy products that not only remind them about their trip, serve a function and are worth the
price paid. Additionally, college students may obtain souvenirs as gifts for family and friends. Hence,
to share their experience, they purchase local music, videos, or books to show either scenery, culture,
or the history of the place their visited.
In theoretical practice, when examining value perception in the context of souvenir purchases,
researchers may give these dimensions more weight than the social dimension. This outcome echoes
findings of previous studies (Lin and Huang, 2012; Williams and Soutar, 2009) where social value
did not appear to be a strong predictor of tourists’ buying and revisit intentions. In addition, this
result validates the relationship in the context of souvenir purchase intentions. The findings of this
study show that tourists purchase cultural souvenirs to enhance their perceptions of multiple
destination values. For example, functional value is a strong indicator that destination marketers
can use to ensure that souvenir service quality will be available to tourists. Another kind of
souvenirs features local food and artworks. To enhance the emotional value, destination marketers
are encouraged to produce mementos to reflect tourists' destination experiences on local culture,
events, activities, and place attachments (Kim and Ritchie, 2014). Some tourists who visit cultural
places are more likely to spend time in museums indicating that the museum gift shop should offer
not only an reproduction of local or popular arts such as books, prints, and posters but also inspired
products from those arts (i.e., purse, umbrella, shawl, stationary, calendar), and products related to
museum own collections (i.e., pins, bracelet charm). Additionally, museums should offer children’s
products and home decor that features the local arts. To augment emotional value, the museum can
show how purchasing museum products or gifts contributes to maintaining or conserving historical
sites. With this in mind, souvenir shops can provide a variety of products with features to highlight
novelty, emotional, functional, and value for money to promote their destinations.
The research finding of the relationship between destination perceived value with attributes
concerning souvenirs, products, and stores adds to the body of knowledge regarding tourists'
shopping expenditures. Previous studies found that tourists’ motivations significantly influenced
visitors’ buying intentions (Swanson and Horridge, 2006). In a similar vein, tourists’ perceived value
is another strong predictor of all three behavioral intentions. Compared to souvenir attributes,
tourists perceived destination value had a stronger impact on store attribute and product attribute.
Since souvenir purchase intention is affected by various factors, industry managers should focus on
the store locations (e.g., distribution channels and accessibility) to mass tourists. It is also suggested
that souvenirs are authentic to represent the local heritage and unique culture of the community.
IMPLICATIONS FOR MARKETING PRACTITIONERS
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To enhance souvenir buying intentions through product authenticity and featuring the tourist
destination, local artists can turn popular or famous destinations, history or cultural stories into
jewelry such as pendants and earrings, or paintings featuring these locations or cultural stories. The
stores can offer craft workshops taught by local artists or cooking classes with native chefs. An
interaction with local artists may increase the social value as well as the emotional and monetary
value. Additionally, through workshops, tourists can personalize their craft or food increasing
destination and souvenir value. Featuring an authentic experience, local restaurants may consider
offering dining visible to their kitchen so tourists can watch the chef prepare food for them and
others. For branding proposes, marketers and retailers should make sure that the souvenir
packaging contains information related to product authenticity, history, and cultural importance.
The packaging may serve not only branding and promotional strategy but way to authenticate local
products.
This study has a few limitations in research design and data collection. First, convenience sampling
was adopted, which may affect generalization. Respondents are a young and homogeneous group,
and therefore their opinions may or may not reflect those of the general population. Another
limitation could be related to respondents' travel experience. In this study, researchers asked
participants to recall their most recent trips to complete the survey questionnaire. Responses could
vary based on their destination locations and how recent their last trip before taking the survey.
Future studies should investigate the underlying causes for choosing particular types of souvenirs. It
is also promising to cross-validate the structural relationship in other cultures and other settings.
Additionally, the literature review revealed the need for a scale measuring cultural souvenir buying
intention. Future research may consider focusing on developing such a scale.
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